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Impro ving your public
speaking and presentation
skills can have ver y
positive career benefits.
Ronan Kinahan explains
how it’s done

Talking
‘An important element of any good
presentation is to be clear about
what should be left out as well as
what should be kept in
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areer wise, the ability to present well and with confidence can
make the difference between being perceived as a fairly average performer and someone with great potential and talent. Not
everybody can speak confidently and competently in front of a
group of people, so being known to have a flair for it can be a
real advantage for anyone trying to further their career.
The good news for those who are not naturally gifted in this
area is that public speaking is a skill like any other. It can be
learned and, almost always, improved. To do so, however, it is
vital to always practise the perfect. It’s very easy to get into bad
habits when it comes to public speaking and never quite as
easy to recover from them. To improve, it’s important to
identify problem areas and focus on working on and resolving
those — areas to look at may include eye contact, voice, body
language and content.
Preparation is the most important element of any good presentation and can be divided into four stages: focus, free flight,
factor group and formulate. The best way to begin, I believe, is
with a pen and paper. A lot of people dive straight in with
PowerPoint, but, for the most part, this will just stifle original
thought and creativity and result in an output that’s likely to be
very linear and lacking in sparkle. Several things need to be
done before you ever go near PowerPoint or indeed write a
word of the presentation.
First of all it’s important to define the focus of the presentation by being very clear about four key areas:
1. Viewpoint : you need to be sure about where you are coming
from; if you’re not, the audience will be left to make up its
own mind.
2. Audience : you need to know who you are speaking to in terms
of age, sector, gender, level, and so on. Who’s there, why are
they there and what do they want out of the presentation?
Knowing this will help you pitch the presentation just right.
Reading the people in your audience beforehand and making
the talk relevant to them is absolutely crucial.
3. Actions : what specifically do you want people to do after hearing the presentation? This could be as simple as just being better informed, but it could also be to do something differently.
4. Benefits : what will the positive outcomes be if your audience
does something differently?
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‘The best presenters will
always tie their finish back
to their opening. A good
tieback is very effective and
very powerful

In the preview stage, you can introduce yourself and tell people briefly what you are going to talk about so they know what
to expect. At this point, it is a good idea to let them know
whether they should ask questions during your talk or wait until
the end. At the review stage, meanwhile, you can reiterate a
few headlines to both reinforce your messages and indicate
that you are finishing.
When you get into the main part of the presentation, it is
important to try to come up with the strongest opening possible. The best presenters — people like Fergal Quinn, Tony
O’Reilly and Mark McCormack — always have a very powerful
opening. They often share stories, which can have real impact
and help to engage the audience. So try to come up with a
story, anecdote, joke or even a question just to get people
connected to what you’re saying. At the end, meanwhile,
rather than saying, ‘Thanks for listening, I hope you enjoyed
the presentation’, the best presenters will always tie their finish
back to their opening. A good tieback is very effective and very
powerful.
You can use visual aids when delivering the presentation, but
these should support your messages and never become the
main focus. The purpose of a presenter is to highlight key
points and persuade the audience of a certain point of view. To
do this, he or she must be the storyteller and the focal point.
Many companies, including Hewlett-Packard, Intel and
Creative, are now restricting the use of PowerPoint for presentation purposes, preferring instead a more human touch.
There’s also a growing trend at conferences in Europe for a
more limited use of PowerPoint. In Ireland, however, my experience is that conference speakers tend to bombard their audiences with multiple slides that are frequently incomprehensible
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It’s easy to forget about those final two points, but all four
together are the foundation pillars of any presentation. And this
is true for any speech, whether it’s at a conference, in the
boardroom, in the golf club or at a wedding.
Once the focus of the presentation is defined, you can start
the ‘free flight’ or content brainstorming stage. It’s a good idea
to just get lots of ideas of what should be included and what
can be excluded. An important element of any good presentation is to be clear about what should be left out as well as what
should be kept in.
The next step is ‘factor group’, which involves slotting all the
points that are going to be included into a logical sequence.
Each of the ideas can now be organised under main headings.
‘Formulate’ is the final stage in the process of getting all of
the content just right for presentation. Formulating the talk
involves deciding the order of things and how to open and
close. It is always advisable to start off by previewing what you
want to say, then deliver the main content and, finally, review
the main points you have made.
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RADISSON SAS HOTEL & SPA, SLIGO
Sligo can be accessed in just 2.5 hours from Dublin.

five minutes’ drive from Sligo town centre, the

Part of the stunning north-west of Ireland, Sligo is

Radisson SAS Hotel & Spa, Sligo offers the best of

steeped in history and has so much to offer, includ-

both worlds. The hotel boasts 132 stylish bed-

ing beautiful beaches, historic sites, hill walking,

rooms, Classiebawn Restaurant, Benwisken Bar, a

water sports, golf and shopping . Located in the

fully equipped leisure club and the pampering

stunning countryside of Rosses Point and yet just

Sólás Spa.

Ballincar,
Rosses Point,
Co Sligo.
Phone: 00353 (0)71 9140008
Email: info.sligo@radissonsas.com
Web: www.sligo.radissonsas.com

The Radisson SAS Hotel & Spa, Sligo — perfect for business or leisure!
Terms & Conditions: Employees of the Radisson SAS hotels & Whitespace Publishing Group and their families are not eligible to enter this competition.
Accommodation is subject to availability at the time of booking and is only valid Sunday to Thursday. Closing date for entries is 12 June 2008. By subscribing to Marketing
Age you are automatically entered into the competition.
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and distracting and sometimes even irritating. As a result, the
speakers seem insincere and lacking in confidence. PowerPoint has become a crutch and not what it was designed to be
— a visual aid. If you use it, limit the number of slides and the
amount written on each one. Use pictures rather than text
where possible, and never start or finish with a slide — the first
and last impressions should always be of the speaker.

Do as they do
You can improve your presenting skills by looking at other
speakers and studying what they do. Tony O’Reilly always did
this and he has always been a fantastic speaker. Any time he
went to a conference or a speech, he made notes of the type
of things people would say and how they’d open and close.
This helped him to build up a whole library of ideas.
Another way of improving is to take every opportunity to
practise in front of people. Joining a toastmasters club can be
hugely beneficial in this regard because it offers a very low-risk
environment in which to try things out. Likewise, presenting in
front of colleagues or even telling stories or jokes in front of
friends can be a good first step. It’s a good idea to ask for
feedback — maybe pick someone from the group and ask
them to be honest about what worked and what did not.
Some people have a complete mental block when it comes
to preparing or delivering presentations. However, it’s worth
remembering that everyone is capable of doing it, and doing it
well. It’s all about having a method and practising the perfect.

Top tips for the perfect presentation
1.
2.
3.
4.
5.
6.
7.
8.

Ronan Kinahan works with the Hancock
Team across Europe delivering workshops and one-to-one coaching on a
range of subjects, including presenting,
time management and leadership.

9.
10.

Devise as strong an opening as possible
Have a c lear introduction
Be as creative as possible with content
Follow a logical sequence
Tailor an y p r e s e n t a t i o n t o t h e t a r g e t
audience
Emphasise a maximum of three or four
key points in the presentation
D e v e l o p a p o w e r f u l c lose
Time the presentation correctly — if you’re
given half an hour, talk for half an hour, not
an hour, not 15 minutes
Flag when questions are appropriate
Be considerate when it comes to visual
aids — less is more.

We’ll help you lick your competitors
Data Ireland, a subsidiary of An Post is the market leader in consumer and business data.
Providing Direct Marketing mailing lists for over 80 business sectors from a pool of over 200,000 updated Irish business contacts,
we output mailing lists to your specifications (based on location, size, sector and named contact).
With over 2 million consumer records and our Ogham geodemographic analysis model, mapping tools, software solutions, online
applications and more, we’ll help you target your customers.
Data Ireland offers a full range of database management services, including data profiling, data hygiene, data capture and address
validation and correction.We also design bespoke data software solutions and offer a consultancy service on maximising profit from
your database.
Call Data Ireland now at 01 8584800
w w w.dataireland.ie
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